
























































































































































































































































































































































































































1 ■ ＊ ＊ ＊ ■ 1 ,000
2 ■ （不明） 1 ,000
3 ■ ＊ ■ 2 ,000
4 ■ ＊ ＊ ■ 2 ,000
農家 
統合型
5 ■ ＊ ■ 3 ,000
6 ■ ＊ ■ ■ 10 ,000
7 ■ ＊ ■ ■ 11 ,000
8 ■ ○ ■ ＊ 13 ,000
9 ■ ■ 17 ,000
10 ■ □ □ □ □ 1 ,000
11 ■ □ □ □ □ 1 ,000
12 ■ □ □ □ □ 3 ,000
13 ■ □ □ □ □ 3 ,000
14 ■ □ □ □ □ 3 ,000
15 ■ □ □ □ □ 4 ,000
16 ■ □ □ □ □ 8 ,000
17 ■ □ □ □ □ 10 ,000
18 ■ □ □ □ □ 21 ,000
企業的 
経営型
19 ■ ■ ■ 6 ,000
20 ○ ■ ＊ ＊ ■ ■ 12 ,000
21 ○ ■ ＊ ■ ■ ■ 14 ,000
22 ○ ■ ＊ ■ ■ ■ 15 ,000
23 ○ ■ ■ ＊ 19 ,000
24 ○ ■ ■ ＊ ■ ■ 36 ,000
外部 
資本型


































































          鹿児島県黒豚生産者協議会提供資料および
          九州農政局鹿児島統計・情報センター提供

























































































































































































れぞれ約15 ,000円を占める。Bb 社から Bc 社に
黒豚を販売する際の価格は，経済連の場合と同じ
く枝肉状態で600円／kgとされ，平均すると1頭
















































































































































































































































































































































































































































Keller,K.L.（1998）： Strategic brand management. 
Prentice-hall.
後藤拓也（2001）：輸入鶏肉急増下における南九州ブロ

































Atkins, P. and Bowler, I.（2001）： Food in Society: 
－151－
73
Economy, Culture, Geography. Arnold.
Ilbery,B. and Kneafsey, M.（2000）： Producer 
constructions of quality in regional specialty food 
production: a case study from south west England. 
Journal of Rural Studies, 16 ,217 -30
Geographical Space　2-2　133-151　2009
Regional Characteristics of Pork Production Area from the Viewpoint of Branding Strategy 
of Black Hog in Kagoshima Prefecture
TANNO Yasuhiko
Graduate Student, University of Tsukuba
　The purpose of this paper is to examine the regional characteristics of pork production area 
in Kagoshima Prefecture through analyzing branding strategy of “Black Hog”. Hog industry in 
Kagoshima Prefecture remarkably developed from the 1970s to the 1980s, and Kagoshima Prefecture 
grew the biggest pork production area in Japan. In this process, production groups that integrated 
feed mills, slaughterhouses, meat packing plants and farms were formed. However, from the 1990s 
onward, Black Hog productions immediately increase owing to branding strategy. In this situation, 
branding strategy of Black Hog was promoted by not only each production group but a formal 
organization, the “Association of Black Hog Producers in Kagoshima”. Through the branding 
strategy, this association functioned adequately as the executive organization of pork production area 
in Kagoshima.
　The pork production area grew in Kagoshima Prefecture owing to the intension of organization 
by mass productions or cost reduction. In addition, the pork production area has been sustainable 
in management, because the strong organization in production groups and production area has 
successfully introduced branding strategy. 
Key words：Black Hog, Branding Strategy, Production Group, Organization, Kagoshima Prefecture
